Market knowledge, market orientation, learning competencies, and a business performance were the key issues of the research project conducted in the 2006 study. The main findings identified significant relationships between the independent variables (market knowledge, market orientation, learning competencies) and the dependent variables (business success). A partial correlation analysis indicated that a business success primarily relies on organisational learning competencies. Organisational learning competencies, to a large extent (almost 60%), may be explained by the level of corporate market knowledge and market orientation. The aim of the paper is to evaluate to what extent the relationships between the variables are still valid. The research was based on primary and secondary data sources. The major field of the research was carried out in the form of quantitative studies. The results of the 2014 study are consistent with the previous (2006) results.
introduction
The issues of market measures (e.g. Harden, Heyman, 2011; Barwise, Farley, 2004; Ambler, 2003) , market knowledge (McDonald, Madhavaram, 2007; Deshpande, 2001; Nonaka, 1994) , market orientation (Kumar, Jones, Venkatesan, Leone, 2011; Day, 1990; Narver, Slater 1990; Kohli, Jaworski 1990 ) and organisational learning (Bernard, Osmonbekov, McKee, 2011; Cahill, 1995; Garvin, 1993; Schein, 1993) have been the subject matter of many publications.
These questions have raised researchers' interest, both severally and jointly, and have been likewise examined and analysed. Also, attempts have been made to determine their impact on the organisation's market performance (Olavarietta, Driedmann, 2008; Haugland, Myrtveit, Nygaard, 2007; Slater, Narver, 1994; Greenley, 1995) . Nevertheless, such analyses are nearly nonexistent in relation to Central and Eastern Europe.
In 2006, as a part of the Fulbright scholarship, a theoretical model was developed which took into account market metrics, knowledge, and market orientation as well as the organization's ability to learn as determinants of the market success of the organization. This model was a subject to empirical verification, e.g. the strength of relation among variables was determined and their influence on the market success of the organization was described (Kozielski, 2013) .
The aim of the current research project is to evaluate to what extent the relationships between variables are still valid.
the conceptual model
In this study, four independent variables have been taken into account -marketing metrics, market knowledge, marketing orientation, and organization's competency to learn. Based on the research, their relations with the dependent variable (business success) were examined.
The concept and tools of marketing metrics are the key element of a marketing management process. A metric can be defined as a measuring system that quantifies a trend, dynamic, or characteristic (Farris et al., 2009 ). More generally, a metric is a measure of performance, and, in the context of marketing, it is a measure of marketing performance (CIM, 2014) . Metrics are a fundamental component of a performance measurement system, which enables informed decisions to be made and actions to be taken, because it quantifies the efficiency and effectiveness of past actions through the acquisition, collation, sorting, analysis, and the interpretation of appropriate data (Neely et al., 2002) . Marketing metrics and a performance measurement system are both input and basis for building organization's market knowledge.
Market knowledge is becoming not only an asset, but also a source of competitive advantage. Polanyi has identified two kinds of knowledge (Polanyi, 1966) . The first one is called explicit knowledge. Explicit knowledge refers to the knowledge that may be conveyed in a formal and systematic manner within the organisation (Nonaka, 1994) , whereas the second kind of knowledge is tacit. This kind of knowledge is not easy to convey or communicate in a formal manner. It relates rather to an individual behaviour, activity, or commitment. Naturally, both kinds of knowledge are crucial for the organisation to build its competitive advantage.
Taking into account the aim of this paper, following it should be noticed that market knowledge impacts on marketing orientation (Jaworski, Kohli, 1993) and learning organization (Day, 1994) .
The significance of marketing orientation (Slater, Narver, 1995) and the concept of learning organisations (Garvin, 1993) , and their influence on a corporate culture and performance generate volumes of literature. Nevertheless, it can be noted that many attempts to define both of these terms head in a similar direction, to the extent that some of the definitions for either of these notions are nearly identical. Organisational learning refers to a process of gaining, distributing, interpreting, and storing knowledge (Huber, 1991) . From this perspective, marketing is attempted to be defined in a similar fashion. For instance, Kohli and Jaworski indicated three key components of marketing orientation -generating knowledge, disseminating knowledge, and taking action on this basis (Kohli, Jaworski, 1990) . Consequently, it has been noticed that marketing orientation and learning orientation are inextricably connected (Hurley, Hult, 1998) , and that the marketing concept is an essential foundation of a learning an organisation's culture (Slater, Narver, 1995) .
These variables along with business performance constitute the conceptual model in which marketing metrics deliver data and information, which are later transformed in order to create the market knowledge. Market knowledge, as mentioned before, is closely connected with marketing orientation and learning organization. The foregoing relations can be presented as in the diagram below.
The 2006 study -research findings
The main aim of the paper is to evaluate to what extent the relationships between variables are still valid. The starting point of the considerations should be based on the main conclusions derived from the research conducted in 2006. The first key notice refers to marketing metrics.
Based on the existing state of knowledge, it was said that the number of applicable metrics did not play a decisive role (Kaplan, Norton, 1996) . Were it otherwise, increasing the number of such metrics and their quality would lead to enhancing market performance. The companies which would apply more measurement parameters would be bound to accomplish better results.
As yet, research findings have not confirmed this is the case (Abela, Clark, Ambler, 2004) , therefore, marketing metrics (number and quality) were excluded from the previous and current analyses.
The 2006 study findings identified statistically significant relationships between independent variables (market knowledge, market orientation, learning competencies) and dependent variables (business success). These relations were also investigated with a partial correlation analysis, which allowed to discover slightly deeper findings. Business success primarily relies on organisational learning competencies. Organisational learning competencies, to a large extent (almost 60%), may be explained by the level of corporate market knowledge and market orientation. It should be noted that the knowledge which, as has been found, should be treated as a strategic resource does not build competitive advantage.
Interestingly, market orientation was found to have no direct impact on business success. However, it was shown that market orientation has a significantly moderating role in the correlations between organisational learning competencies and market performance, and knowledge. In other words, the key axis of these correlations looks like there are metrics which build knowledge, knowledge affects organisational learning competencies, and, finally, organisational learning competencies have an impact on business performance. However, it is market orientation which plays a significant role. Knowledge is a strategic resource which may be used when the company has mastered the learning competencies, but it can fully affect corporate market performance when it serves to build market sensitivity and redefine business boundaries.
research Design
Both, present (2014) and previous (2006), studies were conducted in a similar way. They employed two major data sources: secondary and primary. The secondary studies included basically literature studies and the findings available from some earlier research. The primary studies were, in nature, qualitative and quantitative research. The qualitative research was carried out at the preliminary stage of the research process, where the study project and measurement tools were subject to assessment by the experts -academics and practitioners. The purpose of this research was to obtain a preliminary diagnosis of the study subject, collect opinions on the study's objective and hypotheses, and then to initially verify the research tools. The research sample selection was, in nature, a judgmental selection, where the selection criteria included the company's size and market area.
The major field research was carried out in the form of quantitative studies. These were conducted in the form of direct interviews and questionnaire surveys (PAPI). They covered the correlations and interdependencies among a number of variables which should be measured in a way that would ensure reliable measurement readings. The key independent variables were:
the number (NM) and quality of metrics (QM), market knowledge, market orientation, and organisational learning competencies. Market success was identified as a dependent variable.
The literature studies were the first step in the procedure of the development of measurement tools. Based on these, the selected variables identified those tools which had already been developed, published, and verified in the previous reference literature, e.g. market orientation
(NarverI, Slater, 1990; Jaworski, Kohli, 1993) , organisational learning competencies (Day, 1994) , and market success (Balakrishnan, 1996; Ambler, Kokkinaki, 1997) . For the outstanding variables (number and quality of indicators, market knowledge level), measurement tools were developed ad hoc.
Reliability analyses were conducted for the identified variables. The scale of the values' reliability (coefficient alfa) is reported in Table 1 . Relability for the majority of the selected items exceeds the requirements for exploratory research (Nunnally, 1978; Zaltman, Deshpande, 2001 ). 
analysis and results
Taking into account the indicated aim of this paper, the results achieved in 2014 should be examined and compared along with the findings from 2006 in terms of three main perspectives:
-internal relationships between the independent variables -market knowledge, market orientation, learning competencies, -relationships between independent (market knowledge, market orientation, learning competencies) and dependent variables (business success),
-key variables which influence business success.
Comparing the results achieved in 2006 (Table 2) with the 2014 studies (Table 3) , it can be stated that there is a significant correlation between market knowledge, market orientation, and learning competencies, but they have different statistical power. The strongest relation was noticed between marketing orientation and learning competencies. This conclusion has appeared to be similar for both studies (2006 and The second vital aspect of this analysis refers to the relation between business success and independent variables (market knowledge, market orientation, learning competencies).
The results are presented in Table 4 . Despite the fact that the results are in general similar, two main conclusions may be drawn. First -in the 2014 study, the statistical power of the relationships between business success and market orientation, and learning competencies are stronger than they were in the 2006 study. The relationship between business success and market knowledge has not been noticed. Source: primary study, Kozielski, 2006 and 2014. Similarly to the 2006 study, a partial correlation analysis among the variables was conducted. The results are presented in Table 5 and the main conclusions are as below:
-when market knowledge is under control, the level of market orientation and organisational learning competencies become weaker,
-when market orientation is under control, it clearly affects the correlations between the market knowledge and organisational learning competencies,
-when learning competency is the controlled variable, any correlations between the variables disappear.
The above findings are similar to those indicated in the 2006 study. To sum up, it can be said that the knowledge is an important, but not sufficient, element of building a successful business performance. Market orientation, if not correlated with corporate learning competencies, has no impact on a business performance. It is only organisational learning competencies that can directly affect a corporate business performance. In view of the foregoing, it can be attempted to describe organisational learning competencies through knowledge and market orientation. The regression model is presented below (Figure 2 for the 2006 study, and Figure 3 for the 2014 study). 
Model Summary

managerial implications and further research
Based on the foregoing deliberations, it is possible to formulate a final comment and indicate directions for future research. The aim of the paper was to evaluate to what extent the relationships between the variables are still valid. Based on the current (the 2014 study) findings, it can be stated that the key conclusions drew in the 2006 study are still applicable. The significant internal relationships between the independent variables (market knowledge, market orientation, learning competencies) were observed. The relationships between the independent variables and dependent variable (business success) exist on the basic level, but a partial correlation analysis indicated that only learning competencies have a significant influence on business success.
Taking into account future studies, it can be useful to identify other variables, which impact on the business success. An in-depth study should be conducted to indicate the real role of marketing metrics, market knowledge, and marketing orientation in building a company success. Another vital issue refers to what extent business environment (macro and micro) modifies the results, and enforces changes in terms of the theoretical model. Unquestionably, the list of key questions can be easily expanded because the main challenge for both the researchers and managers is to explain the sources of a business success in the best possible way. references Abela, A.V., Clark, B.H., Ambler, T. (2004) . Marketing Performance Measurement, Performance, and Learning. London: Workpaper.
